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MARKETING DECISION support system
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An emerging trend in the realm of marketing has been the increased application of marketing decision support system (MDSS) technology to aid with decision-making (DM). Developing a sound and robust marketing strategy has never been an easy task. The success or failure of a company’s marketing effort depends on the interaction of numerous internal and external factors, combined with the knowledge and intuition of the decision-makers themselves. Marketing DM requires a comprehensive analysis of environments both inside and outside the firm. It requires a wide range of strategic information, including hard and soft information, and it requires managers to deal with issues that involve a high degree of uncertainty, subjectivity and ambiguity. Marketing also involves managers’ intuition, judgment, and personal vision.
These characteristics of marketing decisions present a real challenge to decision-makers. While managers certainly possess specific strengths and advantages in handling such decisions, they are often nonetheless limited by their knowledge and background, a lack of the analytical skills necessary to undertake systematic strategic analysis, and a lack of time to focus intensively on strategic issues. Given these barriers, along with the growing complexity and competitiveness of the marketing environment, the need for tools to assist the marketing decision-maker could not be greater. The concept of a MDSS addresses this need for DM support.
The earliest traces of the MDSS took shape in the 1960s, as decision-makers started to develop rudimentary models from which marketing decision could be made. Nowadays MDSS help decision-makers utilize data and models to solve unstructured problems based on management science, decision theory, systems science, behavioral science, computer science and information technology. It is used to improve the quality and timeliness of marketing decisions by improving the effectiveness of DM.
It focuses on supporting, rather than replacing, managerial judgment, and ultimately, it is the harmony created between the strategic analysis of the system and the intuition of the manager that helps achieves a synergy during the DM process. The MDSS components include the user-system interface subsystem, the database management subsystem and the model base management subsystem. These three components work together to give the marketing manager the system necessary to aid with DM.
Marketing decision support systems can be developed to support a wide range of DM issues and problems on a variety of levels. Undoubtedly, the main thrust of MDSS is to support marketing DM in a strategic planning context, which includes product design and planning, research and development, large-scope forecasting, customer profile analysis, and so forth.
The MDSS can support marketing decisions on the tactical and operational levels as well. Decisions regarding basic pricing, perishable-asset revenue management, budgeting, sales forecasting, and inventory control tend to fall into this category. Certain MDSS can also help facilitate the environmental scanning process, where data from the external environment is filtered, tailored, and interpreted into customized, meaningful information, and then used in conjunction with managers’ experience and intuition to aid DM. The MDSS can also automate news finding and assess the possible impact of that news on a firm’s strategy.
Like any other system MDSS has its benefits and limitations. First of all, MDSS is able to ferret out impartial data for analyzing marketing problems. It can help organizations cope with information overflow by combining and homogenizing information sources and by increasing the speed and ease of data retrieval. MDSS is also flexible and adaptive over time, allowing the decision-maker to add, delete, combine, change or rearrange basic elements, providing fast response to unexpected situations. While working in conjunction with the knowledge and intuition of the marketing manager, an MDSS helps to create a powerful synergy for the decision-making process. While it is true that using an MDSS can provide excellent decision support to marketing managers, it is quite apparent that the full potential of MDSS has yet to be reached. Moreover most marketologists admit that the biggest and expensive shortcoming an MDSS can have is that it is not used.
Though not without its limitations, the MDSS is a valuable tool available to the marketing decision-maker. The MDSS allow marketers to make objective and consistent decisions by supporting the fast solution of complex and semi/unstructured problems. They allow decision-makers to combine their own expertise and intuition with complimentary application models to enhance the quality of marketing decisions. In addition,  the fact shows that the field of MDSS is relatively young and evolving, MDSS are likely to play an increasingly important role in marketing DM in the years to come.
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